The purpose of this study is to find the key influencing factors that the brokers used as the heuristic cues when they select the automobile insurance companies and propose it to the end customers. The heuristic theory is employed because the broker's decision processes seem to be repeating. Decision influencing factors, mostly, are not different across customers except in some minor conditions. Regarding the common business decision, the major heuristic cues cover both benefit or cost factors. Previous literature in the insurance context suggested several benefit and cost factors. However, regarding the interviews, conducted with the experienced Thai brokers in the initial stage of this research, indicated only four benefits and two cost factors. Four benefit factors i.e. company reputation including customer orientation, quality of operation, financial reliability as well as product quality, service quality, incentives and two cost factors; economic and transaction costs were emphasized as heuristics cues for the broker's decisions in this study. Apart from the benefits and costs, three dimensions of the relationship quality i.e. satisfaction, trust and commitment were also added as another heuristic cues for the broker's decision. Four hundred and three complete sets of survey data were collected from the automobile insurance brokers. The structural equation modeling (SEM) was employed to test the relationship of each heuristics cue and broker's intention to select automobile insurance companies. The findings revealed that the service quality had the strongest influence on the broker's intention, followed by costs, product quality, customer orientation and quality of operation. Trust was surprisingly found to have strong but negative relationship with the broker's intention. Finally, the relationship between financial reliability, incentives, satisfaction and commitment and broker's intention were not found.
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INTRODUCTION OF THE STUDY
The insurance business, both life and non-life, is significant for both the Thai and the global economy since it helps consumers to reduce financial losses connected to accidents and can increase savings in some types of life insurance. In Thailand, although the size of the life insurance sector is bigger than the non-life insurance sector, non-life insurance has enjoyed a higher growth rate, especially in 2012 (Thai General Insurance Association, 2014). In the non-life insurance sector, the market size of automobile insurance is the largest, accounting for approximately 60%, compared to other classes of non-life insurance such as fire insurance, marine insurance and miscellaneous insurance (Office of Insurance Commission (OIC), 2014). At present, there are about fifty-seven out of sixty-four non-life insurance companies in Thailand selling automobile insurance, and these numbers tend to increase every year (Thai General Insurance Association, 2014). Thus, the automobile insurance market is one of the most competitive businesses these days.
More than 50% of non-life insurance policies have been sold through the intermediaries, i.e. via brokers, for many years, especially automobile insurance policies (OIC, 2014) . The brokers, as intermediaries, take a role to select insurance companies and offer them to the end customers to make a selection in the final stage. Effective decisions by the brokers would help customers to have good and sufficient alternatives and be able to select an insurance company that is appropriate for them. Consequently, it would affect the customers to use the services of the brokers in the future. This process would not only lead the brokers to earn more commission and increase their business performance, but also to increase the business performance of insurance companies as well. Normally, brokers start their intermediary role by analyzing the risks and requirements of each customer in order to match the customers with appropriate insurance products and insurance companies. Three to four quotations from different insurance companies are proposed to the customer. The brokers then present the differences of each choice in terms of its pros and cons and convince the customers to select one. If the initial choices offered do not satisfy the customer, the brokers would ask for more specific conditions and requirements from the customer and search for choices that are more suitable. Once a selection is made, the subsequent process with the selected insurance company would be performed. The brokers must ensure that the proposed choices meet the customer needs and wants otherwise the customer may not select any of the choices offered.
In an automobile insurance context, previous studies indicated that company reputation,
